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Inmy2002book,.4TheoryofGenericdeationonBrandiVame
Change,IdevotedanentirechaptertogenericizationofJapanesebrand
names,andtocontrastingthesenameswiththoseofEnglish.Asthat
analysisshowed,theactualprocessofgenericizationwasverymuchthe
sameasitisinEnglish.Yet,asthefocuswasonasingleIoneaspectof
naming(howbrandnamesbecomegenericterms),1ittlementionwas
madeofsomeofthedifferencesthatdoexistinJapanesebusinessand
productnamingpractices.Thesedifferences,oftenasadirectresultof
domesticlegalstatutes(orlackthereof)andproductdevelopmentteams
andindividualswhocanonlybedescribedas`unique',arequiteapparent
whenoneactuallytakesawalkthroughanydepartmentstoreorsuper-
market.Inthisbriefpaper,Iwillsetouttolookatanumberofthese
namingstrategiesandpracticesandwhattheymeanforbothcompanies
andconsumers.Yet,asthisisadiscussionnoteofpreliminaryobserva-
tionsitwillbediscussedinaless-technicalcolloquialway,avoidingfor
themomenttheuseofcitationsandfootnoteslbeyondthosealready
mentioned.
First,itisimportanttodelineatetherelationshipbetweenabusi-
nessorcompanynameandthenameofaproductorabrandname.
Often,thenameofacompanyanditsproductarethesame,asfoundin
designerclothing.Thistypeofnameiscalledadua1-functiontrade
name.Typically,inthiscasethenameofboththecompanyandits
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productisknowntoconsumers.Inothercases,consumersmaybeaware
ofthebrandname,butnotofwhomakesit.Theseareyourstandard
brandnames.Becausebusinessnamesinmanycasesserveaduplicate
roleofabusinessandabrandnameitisappropriatetodiscussthemas
iftheywerethesame.Thestrategiesusedtodesignabusinessnameare
also,inmanycases,thesameasifwewerecreatingaproduct.
BeforeturningtosomeofthemoreinterestingtokensthatI've
becomeawareofhereinHokkaidoitjsfirstimportanttoconsiderwhat
makesagoodname.Onomasticians,anunfortunatenameinitsown
rightforthosepeoplewhostudynames,differonthequalitiesmost
suitableforagreatname,butletmeturntothisproblemfromamore
personalperspective.Assomeonewhohasstudiedawidevarietyof
namesthreekeyfactorsstrikemeasimportant.First,thenameshould
givesomecluetowhatthebusinessorproductisordoes.Thiswould
seemIikecommonsense,butitisoftenthecasethatthenamedoesnot
dothisatall.Taking,forexample,thenameofoneofthebusinessesin
anorganizationIbelongtowecanseehowthisworks.Thenameofthis
businessisThe/4勿%Gzoゆ.Now,whatdoesthisnametellus?Ittells
usfirstthatthebusinessissomehowconnectedtoJapan,eitherthrough
locationorthroughwhattheydo.But,theproblemisthatwehaveno
clueastowhatThe/tlpanG70ゆactuallydoes.
Thesecondfactorinvolvedingoodnamingistheimagerythat
comesfromthename.Inotherwords,thenameshouldgeneratea
positiveimageinthemindoftheconsumer,orthosequalitiesthatthe
creatorofthenamesseekstopromoteintheirbusinessorproduct.For
example,anothermemberofthesameorganizationisanIndianrestau-
rantchainnamedTa7'Mahal.Theimagehere,ofcourse,isthatofthe
greatIndianpalaceatAgra.Itisafarbetternamethanthatoftheother
Preli〃zina勿yObseγvationson/4≠>aneseBrandandBzasiness〈ramingPractices49
IndiancurrychaininSapPorocalled五ittleSl)oon.
Thethirdcharacteristicofagoodnameisthatitismemorable.If
thenameismemorableconsumerswillrecallthatbusinesswhenthey're
searchingforaparticularproduct.
Toshowhowtheseconceptsworkinthecreationofanewname
wecanlookatthefollowingexample.Inlate2003,Iwascalleduponto
proposeanameforastart-upindependentpublisherinSapporo.The
publisherwantedashortname,reflectiveofbothHokkaidoandthe
publisher.Inthinkingaboutthisparticularpublisher,Iwantedtocreate
anamethatwouldbeperceivedtobeupscaleandsophisticated,but
somethingthatwouldhaveanewfeelforJapan,andparticularlySapporo.
HavingspentafairamountoftimevisitingChicagoIremernberedthat
manybusinessnamesthereboresomerelationshiptolocation.Thiswas
animportantfactorinwhatultimatelywaschosenasthename.Taking
thisintoaccount,Isuggested43。North,thelatitudeofSapPoro.Inthe
end,talkingwiththepublisher,thenameBooks43。1>∂rthwasselected.
Thisnamematcheseachofthecriterianotedabove.Thenamebearsa
relationshiptotheproduct(books).The43。2>∂rth(pronounced43
degreesnorth)givesacluetothelocationofthepublisherandhasanair
ofsophisticationandanurbanfeel.Finally,theadjectivenorthconjures
awiderangeofideasdirectedtowardsHokkaidoincludingcold,snow,
forests,andsoforth.Thisparticularnameshouldserveitsownervery
we11.
TurningnowtootherbusinessandproductnameshereirlJapan
thereisnoshortageofmemorablenames.Theproblem,however,at
leastinmyview,isthatmanyofthesenamesarememorablesimply
becauseofhowawfultheyreallyare.Acoupleofnotableandwidely
toutedexamplesinbrandnamesarePocariSwealandCalpis.InSapporo
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businessnames,thereisaclothingstorecalledMeinKomph,aramen
shopnamedLeBistrot,andapizzachaincaヱledStrawber7yCones.None
ofthesenamesaccuratelyreflectsinformationaboutthebusiness.IfI'm
offtoabistrot,1'mcertainlynotthinking`ramen'.Andhowastraw-
berryicecreamconerelatestopizzastillbafflesme.Memorablenames
thatreflectinapositiveandrelatedwaytothenamearethosethatwiU
servethebusinessbest.
Now,ifwemoveontosomeofthemorestrikingexampleswecan
seesomeofthenamingproblemsthatcurrentlyexistinJapan.
ThisLooksFamiliar
Knock-offs,thecommonpracticeofcopyingadesignerbrandand
reproducingasimilardesignatalowercost,isascommoninAmericaas
itisinJapan.Yet,Japanhastakenitacoupleofstepsfurther.Here,
wherefake五〇uisVuittonbagsareascommonasShih-Tzus,notonlyis
thedesigncopied,butfrequentlysoisthebrandnameitselfandthename
design.Anditisadvertisedthatway.Thepopularshoedesigner,Nine
MZest,remanifestsitselfhereinJapanasaclothingandshoemakercalled
レ匠ηWest.Thetagisnearlyidenticalaswell.BananaRepublicturns
upasCo観 勿Repuろlic.Bearinmindthatthereisnorelationship
betweentheJapaneseproductanditsoriginal,andthesearenotlicensee
products.
Parisisn'tasfarawayasyouthink
Asaresearcherandsomeonewhoisrelativelyfamiliarwithawide
rangeofbrandsIfounditalmostcomicalhowmanypeoplearefooledby
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thenameofaproductinJapan.Itisnotuncommonforclothing
designers,forexample,tolistthecitywheretheyarebased.1)onna
KarenNez〃】York,Charz/etParis,andEae(旦RaveクzscrofiLondonaresuch
examples.Mostofthesedesignersarelegitimatelybasedinthesecities,
oratleastshowtheirlinesorhavemainofficesthere.But,namescan
bedeceiving.AwalkthroughSapporo'sundergroundmallPaseoorinto
oneofthemen'sclothingchains(Aoki,etc.)willturnupawiderangeof
clothingshopsthatlistthedesignerandPariscityname.OneshirtIsaw
recentlyatAokiwasbranded五θsMuesParis.AGooglesearchofthis
nameturnsupnobrandofthatname.Infact,thisisnothingmorethan
anAokibrand,producedbyYamazenKabushikiKaishaofOsakaand
madeinThailand.Unfortunately,noneofthesedesignersactually
worksoutofParis,anditisquestionablewhetherthesedesignersactually
exist.Forthemostpart,theseareJapanesecompaniesplayingoffofthe
desiresofunwittingconsumers.Theclosestmostoftheseclotheshave
beentoParisisShanghaiorinthecaseabove,Bangkok.
Don'ttrythisathome
Namingisatrickybusiness.Therightbusinessnameandproduct
cankeepthecustomersrollingin.Thewrongnameandyou'11be
boardingupyourwindowsinnotime.Here,however,namescandoalot
ofthingstheycan'telsewhere.Andthisisunfortunate.Mygeneral
viewofbrandinginJapan;fromautomobiletoproductnames,isthatit
istheworstI'veseenanywhereintheworld.Herewehavecarnames
suchasCubeandViewt.Partofthishastodowiththeoverallweak
foreignlanguageabilityofmostconsumersandthenonchalantnesswith
whichtheyacceptthatwhichtheycan'tunderstand.Foreignnames
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aboundhere.ItisnotuncommontoseebuildingnamesinFrench,
German,orEnglishandbusinessnamesfollowsuit.Yet,itneverceases
toamazemethenamesbusinessownerschoosetorepresenttheirbusi-
nessand/orproducts.Twoglaringexamplescanbefoundontheold
Route5betweenSapporoandOtaru.Thefirstis、4ssPromotion.In
blaringyellowlettersforalltoseeisasignforasportsvehiclebusiness.
、4∫sisactuallyanacronymforActiveSportsShop.Thesecondnameis
thatofaclothingstoreindowntownOtarucalledNeuter.Now,neuter
canbesomewhatambiguousandcansometimesfunctionsynonymously
with`neutral'inthelinguisticsense.Yet,amoreprominentmeaningof
thewordisthecastrationofamaledogorcat.Theimagerythatgoes
withthewordIendsitselfratherpoorlytoclothing,andcertainlywould
scareoffmanymalecustomers.
Therearetimes,however,whensomenamesarejustunfortunate,
andfamilynamesandbusinessesarenoexception.Oneparticularname
thatalwaysgetsachuckleamongtheforeigncommunityinJapanisthe
nameOhno,whichasisprobablyobvious,issimilartotheEnglish
exclamation,"OhNo!".Thenameitselfisnotallthatproblernatic.
Yet,wherlitiscombinedwithabusinessorpracticethatissometimes
associatedwithpainproblemscanariseasinthenameofthemedical
practiceinwestSapporoca11edOhnoClinic.Inthiscase,thecombina-
tionofthepaircreatesanimageofpainfulmedicalprocedures.
Occasiona11y,thereisnamesuccesshoweverandthesetoooften
relyonhumortobringaboutanimagethatisgoodforbusiness.One
exampleistheOops!cementcompany.Thisnameiswell-designed
becauseitplaysontheideaofinadvertentlydroppingcementonsome-
thing.Anotheristhe、4ri●-sanMovj.ngCompany(.4ri-sanHifeoshの.Here
too,thereisanimageofateamofantsallinlinehaulingawayyour
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belongings,justlikeatapicnic.Bothofthesenamesareexcellent,well
thoughtoutnames.
lwouldn'teatthatiflwereyou...
Sometimes,onemustwonderwhethercompanieseverconsultwith
anyoneonthenameoftheirchoosing.Onefinalexample,anamethat
stillleavesmebaffled,isAssechocolate.Thereisonlyoneimagethat
comestomindforthisproduct,anditisanunpleasantone.Yet,asnoted
before,mostpeopleareunfazedbytheirIackofunderstandingofthe
nameandthisbrandcontinuestobeonthemarket.
Finally_
Toconclude,abusinessnameshouldbeconciseandshouldoffer
someideaastowhatthebusinessdoesorsells.Namesthatfailtodo
thisleavethemselvesopentolosingconsumers.Foreignlanguagesmay
beusediftheypresentthebusinessinapositivelightorifithelpspresent
theappropriateimageforthecompany.IfyousellFrenchfood,orbread
andcheese,aFrenchnameissuitable.Ifyouselllightbulbsitprobably
isnot.Namesthataretoolongmaygounread,particularlyinacarat
50kmperhour.Namesthataretooshortmaybecryptic.Aboveal1,
thenameshouldreflectpositivelyuponthecompany.Someofthenames
offeredabove,donot.
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Abstract
Inthisshortnon-technicalessay,somepreliminaryobservations
willbemadeaboutbusinessandbrandnameshereinSapporo,asob-
servedbytheauthor.Whatmakesagoodnameandwhatproblems
existwillbediscussedalongwitharangeofexamplesdemonstrating
eachpoint.
